highlighting the dimensions considered to be important by the second year of study students; (-) highlighting the dimensions considered to be important by the third year of study students. For presentation commercial Websites, as approached by this study, second year of study students consider "site-user connection" and "information support" as important dimensions; for the same category of Websites, third year of study students consider "ease of use", "real world feel" and "site-etiquette" as important dimensions. 
INTRODUCTION
Although the credibility concept has been studied since ancient times, the credible information was first defined by Fogg and Tseng (1999) as the information that can be trusted, believed to be secure (Ţugulea, 2015) . Studies on credibility have been conducted in various situations -assessment of credibility of different types of media (Flanagin and Metzger, 2000; Savolainen, 2007) , different types of Web pages such as forums and blogs (Chun Ho, 2006; Garrison, 2003; Metzger and Hall, 2005) , particular manners used to increase credibility (Bohner et al., 2003) , the importance of the element "price" in assessing credibility (Trifts and Häubl, 2003) .
Researchers agree on the multidimensional nature of the construct of credibility. The credibility's dimensions in various contexts are identified using the exploratory factor analysis (Eisend, 2006; Raven 1994 ; Munteanu et al., 2009; Kim and Mueller, 1978) .
Recent studies investigate this concept applied on the Web context. Researchers investigated credibility's dimensions of various types of Websites (Hong, 2006; Morrison, 2005; Eisend, 2006; Fogg, 2001 ). Some of the identified dimensions are: expertise, good will, trustworthiness, profoundness, honesty, real world feel, ease of use, tailoring, amateurism, commercial implications, sufficiency, decision, accurate, confident, complete, etc.
The table below displays the most common identified dimensions of the construct of credibility of Websites. A company that proves to be credible in the online environment is more likely to build behavioural loyalty among its clients who begin to say nice word about the company, express their preference for the company and buy its products (Bobâlcă, 2014a , Bobâlcă, 2014b ; also, their loyalty can be expressed by their emotional response (Bobâlcă et al, 2014) .
The element that favoured the Electronic Word of Mouth (eWOM) was trust (Chiosa, 2014a) , which is directly connected to credibility. Credibility of advertising can easily be checked nowadays (Chiosa, 2014b) , and this includes the online advertising as well.
This research is a continuation of the study Ţugulea (2015) , which identified different perceptions between two sub-samples on credibility's dimensions of online sales Websites. The two sub-samples were distinct as there was one year of study difference between the two of them. Also, the Websites analysed were in the online sales category. The samples in this research have the same one year of study difference between them. The sub-samples analysed in this research are different than the sub-samples analysed in the previous research (Ţugulea, O., 2015) . Another difference between the two studies is that this research investigates different perceptions between the two sub-samples on credibility's dimensions of a different category of Websites: commercial presentation Websites. This research uses the same demarch as the study of Ţugulea (2015) , as described in this paragraph.
The purpose of this research is to investigate the perception of two types of samples on credibility's dimensions of a certain commercial presentation Website. The samples are: students in second year of study and students in third year of study. The hypothesis states that one year difference in the education level leads to different assessment of credibility online dimensions. The objectives are: (1) to identify significant differences in assessment of credibility's dimensions between the two categories of students; (2) to identify the important credibility's dimensions from students' perception in the second year of study; (3) to identify the important credibility's dimensions from students' perception in the third year of study. The method is a quantitative survey, investigating 205 students randomly selected from the Faculty of Economics and Business Administration, University "Alexandru Ioan Cuza" of Iaşi, Romania. Data was gathered using a questionnaire in one week period of time. Results reveal that in most cases, there are significant differences in credibility assessment between the two groups and for the two groups the important dimensions are different.
RESEARCH METHOD
The purpose of this research is to investigate students' perceptions on importance of credibility's dimensions of a certain clothes presentation Website.
The hypothesis of this research states that one year difference in the education level leads to different assessment of credibility online dimensions. This hypothesis is supported by the assumption that at this level of education, one year brings more experience and changes some elements of perception of the online world.
The sample consists of 205 students from the Faculty of Economics and Business Administration, University "Alexandru Ioan Cuza" of Iaşi, Romania. Students were randomly selected from the second and third year of study. Students in the first year of study were eliminated from this research because, as a result of a previous study, the majority of this category of potential respondents has little experience with the online commercial information. The sample was divided into two categories: 107 students in the second year of study and 98 students in the third year of study. All the analyses presented in this paper were conducted on the two groups of respondents. The purpose of this division is to understand whether one extra year of studentship leads to different evaluations of the commercial presentation Website credibility's dimensions.
The method was the quantitative survey. Each student received one questionnaire to fulfil and access to one computer connected to Internet. The computer gave access to visit a presentation clothes Website, that didn't have any online acquisition options. The selected Website is not a popular one. It is expected for the web page not to influence the credibility's rank due to Website's lack of popularity. All respondents evaluated the same Website during this research. The instrument was a questionnaire composed of 12 items. 11 items represented the dimensions of presentation commercial Websites' credibility, as they have been revealed by a previous research (Manolica et. al, 2011) : sincere communication; ease of use; real world feel; company's experience; trustworthiness; framing adverts; expertise; site etiquette; site -user connection; information support; site length. These items were formulated so that each respondent evaluated each aspect (dimension) on the concrete example of a presentation commercial Website presented on a computer in front of them. The last item was an evaluation of the overall credibility of the assessed Website. The 7 point scale was used to gather data for each item:
-criterion is not accomplished; 7 -criterion is fully accomplished
Source: Ciobanu, 2011
RESULTS
Initially, Independent samples T test was conducted for testing the assumption that second and third year of study students differently evaluate the dimensions of commercial presentation Websites, in score means, for each variable included in the study. These differences, if significant, may support the initial hypothesis that one extra year of study leads to different evaluation of the online environment due to more experience gained in the online environment.
Regression analysis was used in order to identify the dimensions of commercial presentation Websites considered to be important by the students included in the sample. This analysis was conducted separately for the two groups analysed: second and third year of study students. Results are compared in the conclusion section.
Objective 1 -identifying significant differences in assessment of credibility's dimensions of commercial presentation Websites between the two categories of students Independent samples T test was conducted in order to identify any significant differences between the two groups concerning the evaluation of each dimension and the evaluation of the overall credibility of the Website. In order to gather some conclusions from these statistical results, an example is given. For the first variable, "The site creates a good connection with the users", the Sig. value for Levene's Test for Equality of Variances is 0.000. As this value is < 0.05, the null hypothesis in Levene's Test is rejected. For this particular item, we follow results displayed in the second row. The Sig. value of t-test for Equality of Means is 0.001. As this value is < 0.05, the conclusion is that there are significant differences between the second year of study and third year of study in evaluating this variable.
Almost all the variables have been evaluated significantly different by the respondents. The exceptions are the variables trustworthiness and site length. This supports the initial hypothesis that one extra year of study leads to different evaluation of the online environment due to more experience gained in the online environment. The elements of trust seem to be similarly evaluated, even if there is a small difference in years of education. It might be that people generally, students in this case, put a special accent on the elements of trust due to past online history. Also, the length of site is evaluated of a similar manner because this is mostly an objective assessment that doesn't involve perception as much as the other dimensions.
Objective 2 -identifying the important credibility's dimensions of commercial presentation Websites from students' perception in the second year of study
In order to detect the extent to which one variable is important or not, regression analysis was conducted for both groups of respondents. The dependent variable was overall credibility, an item that evaluated the overall credibility of the analysed Website, on the same 7 points scale. The multiple linear regression analysis, enter method, was conducted. Objective 2 presents results for second year of study students. Objective 3 presents result for third year of study students.
The condition to conduct a regression analysis is to have a data base with more than 5 respondents per each independent variable (Bartlett et al., 2001, Ciobanu, 2011). As the database included 107 students in the second year of study and 98 students in the third year of study and the questionnaire contained 11 independent variables, the condition is accomplished. The samples were large enough to test b and R 2 coefficients.
Regression analysis, enter method, was conducted with 11 independent variables, corresponding to the credibility's dimensions and the dependent variable corresponding to the general evaluation of credibility of the analyzed clothes presentation Website.
Approximate 67 % of the variability of dependent variable is explained. The hypothesis that coefficients equal 0 is rejected by the Anova test and the independent variables as a whole help to explain the variation of the dependent variable. A significant relationship between independent variables and the dependent variable is given by: site -user connection ("The site creates a good connection with the users" -sig. = 0.058) and information support ("Information delivered on the site is well supported" -sig. = 0.031). For the case of clothes presentation web sites, the presented dimensions are the important dimensions defining the credibility construct. Regression analysis was conducted including only the two important dimensions . The purpose of this analysis is to highlight the important dimensions in an equation that only includes dimensions with a significant relationship between the independent variables and the dependent variable. The model explains 46% of the variability of dependent variable. The equation explaining the relation between the two independent variables and the dependent variable, applicable for the particular case of clothes presentation Websites evaluated by second year of study students is:
Objective 3 -identifying the important credibility's dimensions of commercial presentation Websites from students' perception in the third year of study
The same process was conducted for students in the third year of study. Regression analysis, enter method, was conducted with 11 independent variables, corresponding to the credibility's dimensions and the dependent variable corresponding to the general evaluation of credibility.
Approximate 67 % of the variability of dependent variable is explained. The hypothesis that coefficients equal 0 is rejected by the Anova test and the independent variables as a whole help to explain the variation of the dependent variable. A significant relationship between independent variables and the dependent variable is given by: ease of use ("The site is easy to use" -sig. = 0.040), real world feel ("The company is real" -sig. = 0.050) and site etiquette ("The site has a good image in the online environment "-sig. = 0.000), these three dimensions being the most important in the perception of third year of study students. As for the second year of study sample, regression analysis was conducted including only the three important dimensions . The model explains 63% of the variability of dependent variable. 
CONCLUSIONS
For "second year students", the important dimensions of the credibility of clothes presentation Websites are site-user connection and information support. "Third year students" seem to focus on other dimensions: ease of use, real world feel and site-etiquette. Possible explanations may be that "second year students" are more attracted to creating relations and to exterior looks, while for "third year students" aspects to make them feel secure are the most important elements of the online world. Variables such as age, year of education, specific disciplines studied in the third year could serve as mediators that lead to differences in the amount and quality of available information.
If we consider the differences in assessment of each dimension, "third year students" ranked lower all the dimensions considered being important for both groups. The hypothesis was confirmed. One year difference in the education level leads to different assessment of online credibility dimensions.
The contribution of this study is that it reveals important differences in students' perception between groups that are similar. The only difference between the groups involved in this paper is one extra year of study, one extra year of online experience.
Research limits
The most important limit is considered to be the composition of the sample. Students were randomly selected and they were all studying at a Faculty of Economics. The research would be complete if the study involved students from as many faculties as possible, from all types of universities, from different geographical areas in the country. Another limit considers the sample size. A stepwise regression could bring more revealing results but that was not possible for a sample size with less than 40 respondents per each computed variable (Ţugulea, 2015) .
Future research
The two categories that were analysed in this paper are not necessarily different through the age perspective but through the online experience perspective. This leads to a new hypothesis to be tested in a future research: students' online experience and perceptions change greatly from one year to another. Another future direction is to conduct this analysis on gender groups. The hypothesis is that women and men assess differently the credibility's dimensions of presentation Websites of certain types of products (Ţugulea, 2015) .
